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ABSTRACT

Within the ever-evolving realm of social media marketing, enterprises encounter
various obstacles and prospects. Effective strategies prioritize using narratives,
fostering community, demonstrating transparency, and embracing authenticity.
A combination of quantitative metrics and qualitative insights is necessary for
calculating ROL. In anticipation of the future, social media platforms will feature
personalized Al-driven experiences, immersive experiences, and an emphasis on
audio-centric content. Amidst obstacles such as algorithm modifications and privacy
apprehensions, prospects emerge through video hegemony and the incorporation of
social commerce. Business enterprises must possess agility, strategic foresight, and
a steadfast dedication to authenticity and ethics to navigate the complex interplay
between innovation and fundamental values.

INTRODUCTION

During the age of widespread digital connectivity, social media has become a
ubiquitous force intricately intertwined with our everyday existence. The emergence
of social media platforms, including Facebook, Instagram, Twitter, and TikTok,
has revolutionized communication patterns and become a significant influencer in
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shaping fundamental aspects of consumer behaviour. Social media’s influence on
consumer decision-making has captivated businesses and marketers as billions of
users traverse these digital environments, from the initial spark of product discovery
to the ultimate commitment to purchase (Kizgin et al., 2017). The present chapter
explores the complex and ever-changing correlation between consumer decision-
making and social media. The digital domain, characterized by its continuously
growing collection of platforms, has undergone significant transformations thatextend
beyond primary communication channels. Ithas evolved into a potent catalyst, guiding
individuals as they navigate the complex array of options available in the marketplace.
Understanding this paradigm-shifting function is not merely an intellectual pursuit;
it is a critical strategic necessity for organizations aiming to endure and flourish in
the modern realm of consumer conduct. It has traversed how social media platforms
have evolved into crucial factors influencing consumer preferences. These platforms
play a substantial role in the crucial phase of the consumer journey when purchasing
choices must be made, starting from the initial discovery of products. Furthermore,
the ever-changing digital environment engenders a corresponding surge in the sway
of social media, which poses obstacles and prospects for enterprises striving to
maintain a competitive edge in an inherently hostile marketplace.

Itintends to provide businesses with a strategic plan for achievement; itendeavours
to analyze noteworthy case studies and elucidate prevailing trends. This strategic
roadmap provides organizations with knowledge of current trends and tactical
methodologies to utilize the complete capabilities of social media effectively.
Examining inventive engagement techniques and targeted marketing strategies
reveals the secrets that unleash the immense potential that social media offers to
organizations attempting to navigate the constantly changing consumer behaviour
landscape. This chapter functions as a comprehensive resource for businesses
seeking to comprehend the complexities surrounding the impact of social media
on consumer choices. Gaining a deep understanding of these subtleties can help
businesses plan their moves, making sure they not only adapt to the changes but
also take advantage of the ways social media can help people learn about products,
make decisions about what to buy, and ultimately succeed in the complex web of
modern consumer behaviour.

To gain insight into the intricate interplay between consumer behaviour and
social media, it is necessary to consult foundational theoretical frameworks that
shed light on this multifaceted connection. Central to this investigation is the Social
Influence Theory, which posits that the behaviours and perspectives of one’s social
environment influence individuals. Within the digital domain, social media platforms
consistently confront users with various influences, including product endorsements
and evaluations, functioning as virtual ecosystems. The evolution of conventional
consumer decision-making models, such as the “Consumer Decision-Making
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